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ABSTRACT

Shi, Xiaolin. M.S., Purdue University, December 2013. Visitor Perspectives of the
Authenticity at a Heritage Destination: South Luogu Hutong in Beijing, China. Major
Professor: Jonathon Day.
The present study examined visitors’ perceptions of authenticity at the South
Luogu Alley, a famous Hutong with more than a 700-year history in Beijing. The
reconstruction of many historical heritage sites raises the issue about authenticity in
tourism. After reconstruction, many Hutongs combined with traditional Chinese style and
Western style in terms of architectural design, restaurants, tourism souvenirs, and
activities. However, visitors’ perceptions toward authenticity at Hutongs continue to be
mostly unknown. The study applied a self-administered questionnaire to collect the data
from July, 2012 to August, 2012 at the South Luogu Alley. Visitors were asked to rate
the authenticity of many aspects of the South Luogu Alley on a Likert-scale and to
provide basic demographic information and motivations.
The research defined the specific group of visitors at Hutongs as “Hutonger”,
which are mostly local young visitors with a higher education. Also visitors at Hutongs
are divided into four types based on motivations: casual visitors, authenticity seekers,
pure escapees, and entertainment seekers. Important differences in perceived authenticity
were determined based on different demographic factors of visitors, such as age and
education. Older visitors and visitors with higher education tended to perceive
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non-traditional aspects as less authentic. The research also revealed that the main
motivation for visitors at the Hutongs is relaxation and motivations influence visitors’
requirements for authenticity at the Hutongs.

1

CHAPTER 1. INTRODUCTION

The study of authenticity in tourism is not new (Brass, 2005; Chambers, 2005;
Yeoman, Brass, & McMahon-Beattie, 2007). Previous research (MacCannell, 1976) and
current research (Yeoman et al., 2007) have shown that there is a growing desire among
visitors to gain experiences and to purchase products that are original and authentic.
However, authenticity is an unclear term lacking a precise definition and is “an easy
target for criticism” (Starn, 2002, p. 3). Authenticity in tourism has many meanings and
the discussion about it continues. The most comprehensive classification of authenticity
includes objective, constructive, and existential authenticity based on the study by Wang
(1999). According to Wang (1999), objective authenticity means authenticity can only
have one unified criteria and cannot be changed based on visitors’ own experiences. On
the contrary, constructive authenticity means visitors can have different versions of
authenticity based on their understandings of authenticity. Existential authenticity means
the existential state of being is activated by the activities related to tourism. Due to the
term of authenticity lacking a clear and unified definition, it is difficult to define whether
perceptions toward authenticity of different visitors are the same at a particular visitor
destination.
The present research chose heritage destination to study the issue of authenticity
because heritage tourism has received increased attention in much of the extant literature
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review (Balcar & Pearce, 1996; Chhabra, Healy, & Sills, 2003; Waitt, 2000). Also the
study of heritage tourism is frequently related to authenticity. Some scholars (Chhabra et
al., 2003; Hollinshead, 1988) have observed that heritage tourism plays a pivotal role to
celebrate and conserve local customs, folk culture, crafts, artifacts, and traditional history.
The perception of authenticity attributes much to heritage tourism (Chhabra et al., 2003;
Waitt, 2000) and the quality of heritage tourism products is enhanced by authenticity
(Chhabra et al., 2003; Cohen, 1988). Poria, Butler, and Airey (2003) indicated that
understanding the perception and motivation of visitors is increasingly important for the
management of heritage tourism. In turn, they emphasized that motivations and
perceptions are helpful for the management of heritage sites with respect to such factors
as pricing policy, the mission of heritage attractions, and understanding visitor profiles as
well as public funding and sustainable management. Such useful information promotes
heritage tourism for they could lead to the development of different products to cater to
the tastes of different visitors (Chhabra et al., 2003).
“Hutong”, a special type of historical street which represents traditional Beijing
culture, has become increasingly popular among many heritage destinations in China
(Cui, 2003; Wang, 1997). Reconstruction has brought many debates about the
conservation of traditional Beijing culture (Ji, 2010; Long, 2010; Shuang, 2011). The
present research uses the South Luogu Alley as an example to study authenticity. The
South Luogu Alley in Beijing is an appropriate place to study the concept of authenticity
because of the integration of modern cultural and Western cultural elements into the
traditional culture of old Beijing which combines many issues related to the conservation
of authenticity. For this research, it is hypothesized that if visitors’ perceptions of
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authenticity are different, their judgments for authenticity may differ. Also, people with
various motivations may have different requirements for authenticity at a heritage
destination.
There have been only a few quantitative studies about how authenticity is related to
visitor motivation and perception (Chhabra et al., 2003). Few studies (Zhang, 2011; Zhou,
2009) in China examine the authenticity of “Hutong” culture in Beijing. Therefore, the
purposes of the present research are: (1) to understand what factors contribute to visitor
understanding of authenticity at a heritage destination; (2) to determine whether sociodemographic factors influence visitors perceptions of authenticity at a heritage
destination; (3) to determine whether “Constructive Authenticity” theory can best explain
visitor perception of authenticity at a heritage destination; (4) to test whether authenticity
is an important motivator for visitors to a heritage destination; and (5) to determine
whether visitors with various motivations have different requirements for authenticity.
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CHAPTER 2. LITERATURE REVIEW

2.1

Heritage Tourism

Heritage tourism is regarded as one of the fastest growing areas of the tourism
industry (Poria et al., 2003). For instance, according to reports by the Community
Heritage Group in 2012, there are almost 40% of people who choose to visit heritage
sites when they travel in the United States. In China, there are a total of 43 heritage
sites included in the United Nations World Heritage List. Research by Wei, Dou, and
Peng (2006) indicates the wide distribution of heritage destinations in China caused
heritage visitors to represent one third of total travelers. American’s heritage tourism
attracted 71.2% of the overseas visitors in 2010, according to the Cultural Heritage
Traveler reported by Office of Travel and Tourism Industries.
The study of heritage tourism generally includes museums, historical parks,
artifacts, events that focus on the representation of the past, heritage centers, villages,
and seasonal fests. Poria (2001) indicated that the term “heritage” has been linked
with product, attraction, motivation, resources, industry, business, and segmentation
of visitors. Poria’s definition of heritage tourism is “A subgroup of tourism, in which
the motivation for visiting a place is based on the heritage characteristics of the place
according to the visitor’s perceptions of the site in relation to their own heritage (2001,
p. 57). In the view of Budruk et al.(2008) , heritage tourism should be interpreted
through at least two perspectives: the demand side and the supply side. The supply
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side is product-based: suppliers wish to supply something (heritage) to visitors. While
the demand side is consumer-based, visitors perhaps buy the product (heritage)
provided by suppliers. Accordingly, not every heritage destination uses authenticity to
attract visitors. For example, The Rocks, a heritage destination in Australia, creates a
seemingly authentic historical atmosphere with the main goal to help visitors relax in
entertainment facilities and to shop (Waitt, 2000). The managers’ concerns are not to
attract visitors by using historical and cultural authenticity, but to use a modified and
commodified version of the past as an attraction.
Relating to the demand side, heritage tourism becomes a place where visitors
directly experience the past and present culture, including performance, foods,
handicrafts, and others. (Chhabra, et al., 2003). The function of heritage is not only to
draw visitors who pursue authentic history and culture, but also to provide a platform
for people to relax, be entertained, and go shopping (Waitt, 2000). Because not every
visitor is interested in culture, some of them like doing what provides good value for
money and time (Silberberg, 1994). Therefore, some people go to a cultural heritage
to seek authenticity (Pearce & Moscardo, 1986), but not everyone’s main motivation
to a heritage destination is pursuing authenticity.
In recent years, the development of heritage tourism includes both conserving
the past and restructuring the economy (Nuryanti, 1996; Silberberg, 1994). To
stimulate economic development of the local community, some local residents
participate in the tourism industry. For example, they sell traditional handicrafts or
local food and play a role in some activities (Nuryanti, 1996). As an important part of
heritage, local people can make contributions to the protection of the atmosphere of
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the heritage setting (Ashworth & Tunbridge, 1990). Festivals and stores, as cultural
products at a heritage destination, become increasingly popular to attract people
(Silberberg, 1994). Many historic sites encourage visitors to come not only for
learning history and culture, but also for shopping and eating at local restaurants
(Silberberg, 1994).
The previous review shows that there is a tendency that heritage destination has
become a place both for entertainment and for education. Based on this phenomenon,
heritage tourism can have both positive and negative influences. On the one hand,
heritage is viewed as inauthentic as “tabloid history” with superficial junk (Walsh,
1992) and is centered on “staged authenticity” mentioned by MacCannell (1976).
Based on the perspective of Halewood and Hannam (2001), heritage tourism may
lead to the globalization and standardization of culture and tradition. For example,
many same tourism products can be seen in different tourist attractions and lack
uniqueness. Also authenticity is regarded as a marketing strategy by the managers of
some heritage settings. Johnson (1999) criticized that heritage destinations are not
always in accordance with “real” history and events.
There are scholars who indicate that commercialization at a heritage setting
should not always be regarded as negative. The commercialization process can
provide the community with new energy, strength, and legitimacy (Halewood &
Hannam, 2001; MacDonald, 1997). Heritage tourism cannot only stimulate
development of local economy and create job opportunities for local people, but it
also can preserve historic, cultural, and natural resources. A similar view is that
heritage, as a tourism resource, is sometimes created, therefore it does not need to be
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totally authentic (Ashworth & Voogt, 1990). Understanding whether authenticity is
an important motivator for visitors at a heritage destination is one of the main goals of
the present study.

2.2
2.2.1

Visitor Motivation

Overview of Motivation Theory

The study of motivation is important because motivation is a critical and
fundamental stimulator of all human behavior (Fodness, 1997). Behavior may be
influenced and decided by many motives at the same time; some motives are primary
ones and others are secondary. People visit a place, for example, go on a cruise trip,
visit a heritage destination, or drive to a historical theme park, which can satisfy their
needs and wants. Why do people choose a specific destination? Based on the
description by Crompton (1979b), “why” is more difficult to answer than “who”,
“when”, “where”, and “how” of tourism. Because visitors are diverse, they have a
wide range of motivations to travel. Their motivations vary by age, gender,
educational background, cultural background, lifestyle, and personal preference.
Visitor motivation has become a focal study for many years. There are several
theories related to motivation. Perhaps the most classic theory about motivation was
indicated by Maslow (1943) in his paper, “A Theory of Human Motivation”. Maslow
(1943)’s Hierarchy of Needs described motivational structure as a pyramid with the
most fundamental levels of need---physiological needs at the bottom, followed by
safety, belonging and love, esteem, and self-actualization.
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Another way to understand motivation is through the pull factor and push factor.
Dann (1977, 1981) explained “push” and “pull” factors that affect tourism and the
typologies of motivation. Push factors are internal factors, such as anomie and egoenhancement, indicated by Dann in 1977. Pull factors are external factors that attract
visitors to a certain destination: the local culture, local traditional events, sunshine
and beaches, traditional events of a heritage destination, and others. Push factors
apparently determine whether to go to a place and pull factors determine where to go
(Lee, O' Leary, Lee, & Morrison, 2002). Crompton (1979b) realized that motivation
can contribute to the explanation of visitor behavior. He categorized motivations into
two types: socio-psychological motives, which include seven push factors (escape
from a perceived mundane environment, exploration and evaluation of self, relaxation,
prestige, regression, enhancement of kinship relationships, and facilitation of social
interaction), and cultural motives, including only two pull factors (novelty and
education).

2.2.2

Application of Authenticity to Visitor Motivation

Concerning the field of tourism, motivation theory has been widely applied in
the study of authenticity (Cohen, 1972; Pearce & Moscardo, 1986; Woodside &
Dubelaar, 2002). The first scholar to establish a relationship between visitor
motivation and authenticity was MacCannell (1973), who indicated that visitors
pursue an authentic experience just like a pilgrimage. MacCannell’s argument is very
narrow in that he assumed all visitors pursue objective authentic experiences. Cohen
(1972, 1974, 1979a, 1979b, 1988) tried to expand MacCannell’s perspective by
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referring the typology of visitors based on their motivations. In Cohen (1972)’s early
work, he classified visitors into four types, divided into two roles: institutionalized
visitor roles, which included the organized mass visitor and the individual mass
visitor, and non-institutionalized roles: the explorer and the drifter. The purpose of the
first two types of visitors is to visit a tourist attraction no matter if it is genuine or
contrived. Even though these attractions are actually authentic, the tendency of
tourism development is to manipulate them to suit the needs of the mass tourism.
Only the third type of visitor, the explorer, is consistent with MacCannell’s
description of visitor who pursues authentic experience. In the following research,
Cohen (1979a) divided visitors into five modes based on their different motivations:
the recreational mode, the diversionary mode, the experiential, the experimental mode,
and the existential mode. Recreational visitors and diversionary visitors do not have a
strict requirement for authenticity and are easier to accept staged authenticity (Cohen,
1988). Their main purposes are to have fun and escape from the routine of their lives.
However, regarding the other three modes of visitors, including experiential,
experimental, and existential visitors, it is not easy for them to accept staged
authenticity (Cohen, 1988). Usually anthropologies, curators, ethnographers, and
scholars who have a strong background of history and culture constitute the last three
modes of visitors. Cohen believed that the first two modes have no pretensions for
authenticity; however, for the other three, the authenticity of the experience is crucial
for its meaning. Especially for the third type, “The ‘experiential’ mode characterizes
the visitor as he emerges from MacCannell’s description” (Cohen, 1979a, p. 187).
Therefore, different types of visitor pose different requirements.
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Yet still other studies show the importance of learning motivation in the field of
tourism. Principal motives to a destination affect visitors’ destination behavior and
demand (Woodside & Dubelaar, 2002). Pearce and Moscardo (1986) alluded that
both visitors’ perceptions of a situation and their needs play an important role in
determining the perceived authenticity of destinations. Therefore, it is necessary to
learn whether authenticity is an important motivator for visitors to a heritage
destination and whether visitors with different motivations have different
requirements for authenticity.

2.3
2.3.1

Authenticity

Defining Authenticity in Tourism

Early discussion of the concept of authenticity originated from the usage of the
term in the context of museums. Trilling (1972) indicated that the original use of
“authenticity” was to test whether works of art were real or were what they claimed to
be so that people could judge the value and price based on authenticity. MacCannell
(1973) first introduced the concept of authenticity in the study of tourism based on the
museum-linked usage. Authenticity can be defined as originality, reality, and
reliability. It also means unduplicated and unchangeable (MacCannell, 1973). Based
on such a definition, “it is mainly its museum-linked usage which has been extended
to tourism” (Wang, 1999). For instance, the tourism products of a heritage site, the
reconstruction of a historical building, and the re-enactment of an event or activity are
judged by people in regards to their being authentic or inauthentic. With the museumlinked usage of the concept, authenticity means “traditional culture and origin, a sense
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of the genuine, the real or the unique” (Sharpley, 1994, p. 130). MacCannell (1973)
introduced the concept of “staged authenticity”, that is “tourees (hosts) put their
culture (including themselves) on sale in order to create an appealing package”
(Chhabra et al., 2003). MacCannell used “staged authenticity to show that visitors are
deceived when they search for real authenticity because what they see is actually
contrived and artificial.
Based on the view of MacCannell, staged authenticity is not equal to his
definition of authenticity. Nonetheless, through the widely used concept of
authenticity in tourism, the limitation of MacCannell’s definition of authenticity
appears (Wang, 1999). The museum linked usage of authenticity simplifies the
complex nature of tourism experience and it cannot explain the entire tourism
phenomenon (Wang, 1999). It is too simple to contend that all people search for
authenticity by MacCannell’s sense in contemporary tourism (Urry, 1990). Some
travel phenomenon, such as visiting Disneyland, going shopping, or hunting cannot
be explained by MacCannell’s authenticity (Wang, 1999). Shopping has become a
very important activity at heritage destinations (Chhabra, 2005) and authenticity has
become an important element in judging the shopping experience with heritage
merchandise (Revilla & Dodd, 2003). Thus, authenticity has been applied in a wider
perspective. Bruner and Kirshenblatt-Gimblett raised the question concerning
MacCannell’s definition: “Who has the power to determine what will count as
authentic?” (1994, p. 459). Therefore, Wang (1999) rethought the meaning of
authenticity based on the determination that the definition of authenticity in
MacCannell’s sense is limited.
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2.3.2

Perspectives in Authenticity

Authenticity has been classified into many types in tourism literature. Wang
(1999) concluded that there are three classifications of authenticity including
objective authenticity, constructive authenticity, and existential authenticity.
Objective authenticity and constructive authenticity belong to object-related
authenticity and existential authenticity is also called activity-related authenticity
(Table 2-1).
Table 2-1 Wang’s Classification of Authenticity in Visitor Experiences
Object-Related Authenticity in Tourism
Objective authenticity refers to the
authenticity of originals.
Correspondingly, authentic experiences
in tourism are equated to an
epistemological experience (i.e.,
cognition) of the authenticity of originals.

Activity-Related Authenticity in Tourism
Existential authenticity refers to a
potential existential state of Being that is
to be activated by visitor activities.
Correspondingly, authentic experiences
in tourism are to achieve this activated
existential state of Being within the
liminal process of tourism. Existential
authenticity can have nothing to do with
the authenticity of toured objects

Constructive authenticity refers to the
authenticity projected onto toured objects
by visitors or tourism producers in terms
of their imagery, expectations,
preferences, beliefs, powers, etc. There
are various versions of authenticities
regarding the same objects.
Correspondingly, authentic experiences
in tourism and the authenticity of toured
objects are constitutive of one another. In
this sense, the authenticity of toured
objects is in fact symbolic authenticity.
Source: “Rethinking authenticity in tourism experience,” by Wang, N. 1999, Annals
of Tourism Research, 26(2), p. 352.
Wang (1999) described objective authenticity in that it “involves a museumlinked usage of authenticity of the originals that are also the toured objects to be
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perceived by visitors (p. 351). For the scholar (MacCannell, 1973) who supports
objective authenticity, experiences cannot be regarded as authentic even though
visitors themselves think they have received authentic experiences in a visitor setting
(Wang, 1999). There is strict criteria to judge whether an object is authentic or not;
the criteria has no relationship with people’s own perceptions. Concerning objective
authenticity, “staged authenticity” is unacceptable but difficult for visitors to escape.
Staged authenticity is pseudo-events, activities, or even life scenes of local people.
Pearce and Moscardo (1986) called it the third area or region and believed that it is
difficult for visitors to escape from staged authenticity. Taylor (2001) indicated that
once the culture is defined as a tourism object, the meaning of its authenticity is
reduced. For Taylor (2001), “Tourism sites, objects, images, and even people are not
simply viewed as contemporaneous productions. Instead, they are positioned as
significant of past events, epochs, or ways of life. In this way, authenticity is equated
as original” (p. 9). As for the limitation of the objectivist approach, whether a toured
object is authentic or not depends on people’s different understandings. No one can
determine what is authentic and what is not authentic in an absolute way.
The concept of objective authenticity has been challenged by many scholars
(Boorstin, 1961; Cohen, 1988; Crick, 1989; Halewood & Hannam, 2001; Hobsbawn
& Ranger, 1983; Hughes, 1995; Moscardo & Pearce, 1999; Olsen, 2002; Pearce &
Moscardo, 1986; Uriely, 2005; Wickens, 2002; Yang & Wall, 2009) who support
constructive authenticity. Wang (1999) identified constructive authenticity as having
some main characteristics. First, there is no absolute criterion to judge authenticity.
Second, traditions should be constructed to satisfy the needs of the present
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development. Third, how people interpret events, activities, and physical settings will
influence their perception of authenticity. Fourth, authenticity relates to visitors’ own
expectations. Finally, whether an object is authentic or not can change through time.
Boorstin (1961) held the view that, although it is difficult for visitors to escape from
“staged authenticity” and they are gullible to some extent, these visitors may be
satisfied with the inauthentic pseudo-event. Belhassen, Caton, and Stewart (2008)
indicated that the constructivist approach means the definition of authenticity related
to people’s personal interpretations. Based on the analysis of the brochures of
Australian Historic Theme Parks, Pearce and Moscardo (1986) believed that the
definition of authenticity should not be limited to time dimension and that new
criteria for authenticity should be considered. Cohen (1988) first raised the concept of
“emergent authenticity” by mentioning that the definition of authenticity is negotiable
rather than objectively given. He stated that “a cultural product, or a trait thereof,
which is at one point generally judged as contrived or inauthentic may, in the course
of time, becomes generally recognized as authentic” (p. 379).
Disneyland in the United States, a classical example, once was regarded as a
contrived popular theme park, became an important part of contemporary American
culture through time (Johnson, 1999; King, 1981). Even though many tourist
attractions are full of staged events, pseudo-events, and reconstructed facilities, there
are reasons that these tourist attractions have transformed themselves to cater to the
taste of modern tourism. Because most visitors are come from affluent Western
countries, these tourist attractions are forced to reach the level in accordance with the
expectations of the visitors from those countries. At the same time, to satisfy the
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needs of some visitors to pursue genuine experiences, hotels are decorated by local
elements, local food is provided restaurants, traditional rituals are performed in a
combination ways, and local products are sold in souvenir shops (Cohen, 1972).
Therefore, it is an unavoidable tendency for modern tourism and the meaning of
authenticity should be constructive and develop through time.
Crick (1989) determined that, to some extent, all cultures are “staged
authenticity” and should not be regarded as destructive. Some visitors do not pursue
authenticity and many of them enjoy and accept staged and re-enactment events
(Bruner, 1991; Chhabra et al., 2003; Cohen, 1988; Moscardo & Pearce, 1999; Yang
& Wall, 2009). Bruner (1991) stated that visitors are likely to accept a reproduction,
as long as it is an “authentic reproduction”. According to Chhabra, Healy and Sills
(2003), the concept of authenticity today is different from its original meaning and
has two functions: to copy the original and to modify the copy to make it meet the
needs of modern tourism. Pearce and Moscardo (1986), in their study of the concept
of authenticity in visitor experiences, concluded that some visitors’ preference for
authenticity is low. Although they can recognize the staged nature of a visitor setting,
they can still enjoy the experience. To be more specific, not all visitoric situations fit
into MacCannell’s description.
Based on the types of visitoric situations (Table 2-2) mentioned by
Cohen(1979a), some visitors pursue objective authenticity and cannot accept any
contrived settings (Type 1), while some visitors fail to recognize contrived visitor
setting but can still accept staged authenticity (Type 2). The third type describes a
scene that is opposite to the second type. The scenario is objectively real, but the
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visitor is suspicious about the scene due to the influence of some previous experience.
The fourth scene is that the visitor setting is staged by the host community and the
visitors themselves also realize the situation is staged. Of all these types, only the
second fits with the description of MacCannell. Based on the previous review, it may
be hypothesized that because the culture of every society is multiply-originated and
emergent, essential origins no longer exist. Therefore, one should regard authenticity
as dynamic, changing as time passes.
However, constructive authenticity also receives critics. Belhassen et al.(2008)
argued that viewing authenticity exclusively through a subjective manner (personal
interpretations) is problematic because it may overshadow the real physical places
with its meaning. Therefore, the idea of place, which is the central attractiveness of
tourism, becomes lost.

Table 2-2 Types of Visitoric Situations

Nature of Scene Real

Tourist’s Impression of Scene
Real
Staged
(1) Authentic
(3) Denial of Authenticity(Staging
Suspicion)

Staged (2) Staged Authenticity (4) Contrived
(Covert Tourist Space) (Covert Tourist Space)
Source: “Rethinking the Sociology of Tourism,” by Cohen, E. 1979, Annals of
Tourism Research, 6(1), p. 26.
As for “existential authenticity,” according to Wang (1999), it has no
relationship with toured-objects and it is a kind of feeling or self-achievement that
visitors get during the travel. Kim and Jamal (2007) applied this definition to the
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study of a Texas Renaissance Festival. An existential authentic experience can be
produced through engaging in the non-traditional or non-ordinary activities; it does
not necessarily have a relation to seeing authentic objects. Visitors seek their own
authentic experience. In this way, the experience of visiting family and friends, a
beach, a cruise, and taking an adventure all can be authentic (Wang, 1999). From
such a scenario, people feel more authentic and self-expressed than in routine life
because they escape from pressure of daily lives but not because they feel the toured
objects are authentic (Wang, 1999). From 1970, the dominant theory of authenticity
in tourism has shifted from objective authenticity to constructive authenticity (Kelner
& Phil, 2001). Such a trend highlighted the importance of constructive authenticity.
The goal of the present study is to examine visitors’ perceptions about object-related
authenticity, which has objective authenticity and constructive authenticity based on
Wang’s (1999) classification in tourism. Therefore, constructive authenticity will be
used to explore visitors’ attitudes of authenticity in the present study.

2.4

Consumer Perception

2.4.1 Process of Perception
How do visitors perceive and judge authenticity? To understand this question
and its answers, explaining the process of perception and how people get the image of
a place are basic steps.
Perception influences how people understand the information they receive. How
visitors perceive a scenario is influenced by both a variety of social and cultural
factors (Mill & Morrison, 2009). For example, people with different cultural
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backgrounds may have totally different viewpoints of an advertisement that publicize
a country’s tourism resources. One group’s feedback may be positive and the other’s
may be negative. Additionally, males and females may perceive the same tourism
advertisement differently. People with higher educational backgrounds or are familiar
with the culture of one country may perceive that the scene in the advertisement only
has marketing value, but it may not be totally authentic. The most important aspect
for visitors is how they perceive the information rather than the information itself;
therefore, the image that a visitor has on a destination may determines the visitor’s
behavior (Mill & Morrison, 2009). If visitors already have experience with choosing a
certain type of destination, it may be difficult for them to seek information about a
new place because they already have a strong preference for elsewhere.
Imagery is defined by psychologists as an overall mental picturing. Destination
image has been defined by many researchers as the perceptions and impressions of
visitors about a destination (Crompton, 1979a; Hunt, 1975; Phelps, 1986; Reilly,
1990). Balogu and McCleary (1999) referred to destination image as belonging to
attitudes that include cognitive and affective impression of an object. What factors
may influence image formation are important to know. Based on the model of visitors’
image formation process ( Figure 2-1), an image usually includes two levels: organic
images and induced images (Fakeye & Crompton, 1991). The organic image is
already present to the visitors before they are motivated to a certain place. This kind
of image is formed by the influence of social media, for example, newspapers,
magazines, and other information that has no relationship with tourism (Gunn, 1988).
Motivated to travel, the visitor will search related information actively by themselves.
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This process will result in the formation of the induced image. The induced image is
formed by the visitor-directed information, such as visitor advertisement, travel
magazines, and visitor brochures, and will be added into the image already formed by
travellers. Once the visitor makes a decision of where to go and the trip is taken, the
actual travel experiences will have an impact on visitors’ travel future plans.

Figure 2-1 Model of a Visitor’s Image Formation Process.
Source: “ Image Differences between Prospective, First-time, and Repeat Visitors to
the Lower Rio Grande Valley,” by Fakeye, P. C., and Crompton, J. R. 1991, Journal
of Travel Research,30(2), p. 11.

As proposed, destination image usually includes two components, attributebased and holistic-based (Echtner & Ritchie, 1993). Each of these components has
functional and psychological features. In terms of functional characteristic, Ryan and
Cave (2005), in their study of structuring destination image, mentioned that
functional characteristics can be beautiful weather, scenic, pristine beaches,
interesting wildlife, and others. Concerning the psychological characteristic, friendly,
relaxed, adventurous, diverse, worry-free, and others are included. Some studies
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stated that perception is equal to image for most people because perception is reality
(Chon, 1991; Mill & Morrison, 2009). Mill and Morrison (2009) have shown that a
person’s image consists of three parts: real self, ideal self, and self-image. The true
self is real self who governs one’s travel behavior even he is unaware of what it is.
The ideal self is what one would like to be and the self-image is how people behave
that will maintain and improve self-image. Visitors usually have positive attitudes
when their perceptions of a destination are consistent with their self-image.
According to Ryan and Cave (2005), a person’s memory of a destination, social
media and family members all can influence one’s perceptions and the formation of a
destination image. Some images can be formed through direct observation or the
constitution of destinations, such as price, accommodations, and attractions. Some
may be formed based on safety, friendliness, and atmosphere. Echtner and Ritchie
(2005) indicated that product and service can be perceived both by individual
characteristics and by holistic impressions. Images can change through time. For
people who have never been to a destination, destination selection or the whole image
of a destination is based on their perceived image. Selection choice may depend on
whether the image of that place can satisfy needs and wants. After the place is visited,
the image may change positively or negatively based on the visitors’ travel
experience.

2.4.2

How People Judge Authenticity

To understand a visitor’s perception of authenticity, it is important to know
what factors may influence people’s perceptions. Based on the description by
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MacCannell (1973), authenticity represents traditional history, culture, and a sense of
genuineness. These aspects are the only criteria for people to judge whether a visitor
setting is authentic or not.
In the study conducted by Littrell, Anderson, and Brown (1993), the authors
examined people’s perceptions toward the authenticity of craft souvenir. They
concluded that authenticity is associated with past experience, travel careers, and
certain demographics. Based on travel career ladder theory of motivation, people with
higher level of travel career are visitors motivated by pursuing history and culture and
people with lower level of travel career are visitors motivated by relaxation. For
instance, people who are in a higher level of travel career have a stricter requirement
for authenticity than those in the lower level. A similar finding was reported in the
study of Waitt (2000) concerning perceived historical authenticity. The study showed
that previous visitation and demographic factors such as gender, income, and
educational level, influence visitors’ perceptions of authenticity.
Conclusively, authenticity is perceived by visitors and tourists in terms of three
aspects: physical dimension, activities, and interaction with local people (Table 2-3).
For example, based on the study of Waitt (2000), he used physical dimension and
activities to examine the perceived historical authenticity of The Rocks, a staged
historical area of Sydney’s city center. His results showed that visitors perceived this
seemingly authentic historical set as highly authentic. Additionally, previous
experience, age, and place of residence influence visitors’ perceived authenticity. For
example, repeat male visitors felt that the settings and buildings were more authentic
than did first-time female visitors. According to the study conducted by Chhabra et al.
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(2003), the staged Scottish Highland Games in North Carolina were perceived as
highly authentic by most visitors. Also their perceived authenticity towards Highland
Games is positively correlated with visitors’ age and nights spent. The studies in
Table2-3 show that, to some extent, staged authenticity and constructive authenticity
can explain visitor perception of authenticity at a heritage destination through testing
the relationship between some demographic factors and travel history and overall
perceived authenticity. However, most studies test people’s overall perceived
authenticity toward the physical dimension, activities and interaction with local
people. There are limited studies that examine people’s perceived authenticity
towards specific items concerning physical settings and activities.
Based on the review of extant literature, the current research also used three
dimensions (physical dimension, activities, and interaction with local residents) to
examine visitors’ perception of authenticity at Hutongs in China. That place combines
both traditional culture and Western culture.
Table 2-3 Items Used to Examine People’s Perceptions of Authenticity

Waitt (2000)

Physical dimension

Activities

Setting(stone steps,
cobbled streets, sandstone
setting, and courtyards)

Statues, Plaques of
interest, Market stalls,
Pubs, Guided tours

Interaction with
local people

Buildings(terraces,
cottages, atmosphere of
buildings, warehouses)
Chhabra et al. Scottish souvenirs
(2003)

Highland dancing,
Parade of Tartans,
Learning Scottish
history, Highland
Games setting

Interacting with
clan members
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Table 2-3 Continued
Yang and
Wall
(2009)

Ethnic souvenirs, Ethnic folk
village

Ethnic cultural
performances

Pearce and
Moscardo
(1986)

Buildings

Activities and
demonstrations

Fine and
Speer
(1985)
Budruk,
White,
Wodrich,
and
VanRiper
(2008)

People working
in the town
Communicate
with local
people

Archaeological resources

2.5

Attending interpretive
programs, learning
about customs and
values of local people

Meeting local
people

South Luogu Alley in Beijing, China
2.5.1

Hutong Culture in Beijing

Beijing, China’s capital and important cultural center, is often associated with
Hutongs and Hutong culture. Beijing is also known as the Forbidden City, the
Chinese imperial palace from the Ming Dynasty to the Qing Dynasty. Boasting
thousands of years of history, Beijing is the home of much cultural heritage: the
Summer Palace, the Palace Museum, the Great Wall, the Tanzhe Temple, and
thousands of Hutong. The researcher chose one of Beijing’s famous Hutongs, the
South Luogu Alley, as the location for study.
In many people’s eyes, Beijing is associated with “Hutongs”, where many local
residents continue to live. “Hutong” is “lanes between quadrangles” (Wang, 1997, p.
574). To be more specific, a Hutong is “a kind of ancient alley or lane, are in fact
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passageways formed by many closely arranged quadrangles of different sizes.”
(Wang, 1997, p. 575). The earliest Hutong in Beijing originated with the Yuan
dynasty and boasts more than a 700-year history. There are thousands of Hutong in
Beijing and many of them are constructed during the Yuan, Ming, and Qing dynasties.
The most common architecture that can be seen in Hutongs is quadrangle
(Siheyuan), is formed by four houses that are located on four sides around a courtyard
(Hilary du, Bauer, Lo, & Rui, 2005; Moscardo & Pearce, 1999; N. Wang, 1997). The
word “Hutong”, therefore, also refers to such a neighborhood. Quadrangle is the
symbol of China’s old and traditional cultural. “Si” means four directions: east, west,
south, and north. “He” means four houses gather together. “Yuan” means yard. The
name of quadrangle also reflects national cohesion and harmonious atmosphere. Most
quadrangles (Siheyuan) are oriented south and north.
Hutongs are not only the cultural carrier of Beijing but also the life area of local
people and an important stage of development for Beijing’s history and culture.
There are many people who live in Hutongs. A Hutong records the changes of
history and the trends of the times; it has a rich spirit of culture. It can represent the
disappearing original lifestyle of the old Beijing residents (Gu & Ryan, 2008). Many
people called Hutongs the folk custom museum. Wang (1997) evaluated Hutongs and
quadrangles as the representation of the authentic setting of local life in Beijing.
Based on the above characteristics, Hutong is defined as cultural heritage and living
heritage in Beijing (Wang, 1997). Many Hutongs in Beijing have been put onto the
Beijing heritage protection list.
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Tourism development stimulates Hutong tourism development. A Hutong has
become one of the most popular tourist attractions with mixed usage in China. On the
one hand, there are still many people live in Hutongs. On the other hand, Hutongs
have become places for people to entertain, to relax, and to shop.
Since the mid-20th century, the number of Hutongs in Beijing dropped and
some of them were replaced by high-rise buildings because of the city construction
and the modernization of Beijing (Dai & Gai, 2009; Gu & Ryan, 2008). To protect
Hutongs, the cultural heritage of Beijing, more than twenty Hutongs were formed as
the historical and cultural protection area, such as the South Luogu Alley and the
Yandaixie Street Hutong. Renovation of some Hutongs was not only to stimulate
tourism development but also to improve local residents’ life. In the past, many
people shared a very small space with no hot water or sewage disposal facility (Gu &
Ryan, 2008). However, the problem of reconstruction is that it can destroy historical
buildings and the cultural value of Hutongs (Wang, 1997). The phenomenon made the
protection of the Hutong culture become a very important consideration.
Previous research about Hutong Culture in Beijing mostly concentrated on
explaining the historical value of Hutongs used for tourism development (Gu & Ryan,
2008; Li, 2005; Wang, Lew, Yu, Ap, & Zhang, 2003) and exploring the attitudes of
local residents toward the impacts of tourism in Hutongs after renovation (Gu & Ryan,
2008, 2012). Li (2005) indicated that Hutong culture is the foundation to understand
the history of Beijing. In addition, some studies emphasized the problems of Hutongs
when used for tourism development in recent years. For example, Li (2005)
mentioned that the reconstruction of Hutongs for tourism development resulted in the
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disappearance of Hutong culture and the singleness of the Hutong tourism product.
Huang (2005) stated that there are many problems related to tourism carrying
capacity and local community participation during the development of Hutong’s
tourism. Although preservation of the historical building cannot equal to the
maintenance of the original way of life, it continues to be the most important
attraction in its tourism (Gu & Ryan, 2008).
Gu and Ryan’s (2008) study found economic gains from increased tourism are
somewhat important from the perspective of local residents. Their study showed that
local residents rated the conservation of historical buildings in Hutongs as most
important. However, limited research (Cui, 2003; Zhang, 2011) explored the
attitudes of visitors toward authenticity at Hutongs.

2.5.2 South Luogu Alley
The South Luogu Alley, one of the oldest alleys in Beijing, located in the
Dongcheng district of Beijing, is 786 meters long and 8 meters wide. It starts from
Gulou East Street in the north and ends with Di’anmen East Street in the south.
Constructed in 1267 during the Yuan dynasty, the South Luogu Alley has a history of
nearly 750 years and boasts rich historical and cultural resources. It has a total of
sixteen Hutongs running from west to east, with eight in the east and an equal number
in the west. Many celebrities have lived there since the Qing dynasty and some of
their former residences have been preserved. Presently, there are approximately 4518
people who live there. The South Luogu Alley is also the home of private gardens and
inscribed steles. In recent years, through the popularity of Hutong tourism in Beijing,
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the South Luogu Alley became a very popular tourist attraction and was evaluated as
one of the 25 “must see” places in Asia by Time magazine. As both a local
community and a tourist attraction, the South Luogu Alley not only has some tourism
festivals, such as “Hutong” Cultural Festival and Opera festival, but it also has some
traditional local activities to enrich residents’ lives and attract visitors.

2.5.3

Disputes about the South Luogu Alley

According to Wang (1997), Hutong tourism has become a must for visitors
who want to experience the authentic setting of old Beijing. Based on the official
website of the South Luogu Alley, the place is promoted as representing authentic
Beijing culture, especially “Hutong” culture, positioned as a cultural block (Long,
2010) and centered on the protection of the ancient capital (Ji, 2010).
However, to stimulate local economic development through tourism, improve
living the environment, and conserve local traditions, many Hutongs no longer keep
the original scene due to reconstruction. Therefore, whether Hutong tourism can
provide people who pursue authenticity with a genuine experience is worthy of
consideration.
With the intent to attract more visitors, preserving the traditional buildings,
educating later generations and improving the living standards of local residents,
reconstruction of the South Luogu Alley began in 1990 (Long, 2010). The most
extensive reconstruction started in 2005 (Ji, 2010). Overall, presently, there are not
only some old and famous shops that sell folk arts and crafts which represent
traditional Beijing culture, but there are also many non-traditional shops: cafes, bars,
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modern handicraft shops, Japanese restaurants, various hotels, and club houses. Many
quadrangles (Siheyuan) and traditional buildings are the combination of Chinese and
Western architectural styles.
The one most debated of the reconstruction project of the South Luogu Alley is
the reconstruction of Ju’er Hutong. Ju’er Hutong is one of the most famous Hutong
across the South Luogu Alley (Long, 2010). The new buildings are mostly triplex
apartment building combined with the style of modern architecture and the “Siheyuan”
style of traditional Beijing. In recent years, there are not only local Beijing residents,
but also have more than 40 foreigners who live there (Long, 2010).
By being converted into tourism products, historical districts are often
transformed into commoditized products (Ashworth & Tunbridge, 1990).
Commercialization of historical areas has been criticized for transforming these
districts into superficial and often inaccurate presentations of history for the sake of
entertainment (Cao, 2009; Hewison, 1987).
After reconstruction, there has been some pseudo-classic architecture in the
South Luogu Alley. Some people believe that authentic historical buildings are the
soul of Hutong culture. Once the original buildings were removed, the value of
historical and cultural heritage dropped. During reconstruction of the South Luogu
Alley, some of the old buildings were removed and modern ones added. Some
scholars thought historical and cultural information was damaged. Although the
original space and construction materials were preserved, the cultural essence of the
South Luogu Alley was lost (Long, 2010).
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On the contrary, some people held the view that pseudo-classic architecture has
both historical and market value. These architectures preserve the original
construction style and added some historical accessories like mural painting to make
the South Luogu Alley have greater ornamental value. No matter the construction
design, materials, or auxiliary facilities adapt to the needs of marketing economic
development and satisfy the residential needs of the local people. Accordingly, local
people’s living conditions have improved greatly. Because many people shared a
quadrangle before reconstruction, this may cause a feeling of being crowded. After
reconstruction, through the construction of new building and modern facilities were
added, people may get extra living space and live more conveniently. For example,
the reconstruction of Ju’er Hutong was awarded “World Habitat Awards” in 1992.
The debate about the integration of modern cultural (including foreign culture)
elements into the South Luogu Alley continues after reconstruction (Shuang, 2011).
On the one hand, although many traditional Beijing flavor restaurants were kept, there
are still many cafes, bars, and Western restaurants were built in the South Luogu
Alley. Even though there are stores that sell traditional works of art that represent the
old Beijing culture, many fashionable stores have appeared in recent years as well.
Some sell clothes, foreign accessory, and outdoor supplies among other products.
Many modern activities are also held there, such as the “Hutong” cultural festival
where there are Chinese and foreign street artist performances.
Some people hold the view that one of the goals of reconstruction is to combine
Chinese traditional culture and Western culture as a whole; this cultural combination
should be encouraged to promote “Hutong” culture of the South Luogu Alley to the
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world. Yet some people regard this behavior as a negative action in the area’s
development. Accordingly, only tradition should be preserved and promoted, such as
opera festivals and other traditional activities. Based on the research of Shuang (2011)
shows some interviewees perceive that the new design seriously destroyed the
original historic style and reconstruction made the South Luogu Alley less authentic.
It can be argued that he South Luogu Alley is a kind of “staged authenticity”
described in the review of extant literature. Although many scholars hold the
perspective that tourism developments destroys the cultural value, many visitors from
China and abroad go there. The debate about the South Luogu Alley makes it
necessary to study how visitors perceive authenticity for a heritage destination. What
is the main motivator for people to visit a heritage destination? Are their perceptions
of authenticity different? What factors may influence people’s perceptions of
authenticity?
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CHAPTER 3. METHODS AND DATA

3.1

Method Choice

According to Creswell (2009), a survey is a method that provides a quantitative
description of perceptions or attitudes from studying a sample of the targeted population.
The aim of such a survey is to get a sample from the population so that the research can
estimate the characteristics and attitudes of the population (Babbie, 1990, cited by
Creswell, 2009). Fink (2002) summarized that there are four types of surveys: selfadministered questionnairse, interviews, structured observations, and structured record
reviews. A one-to-one supervision self-administered questionnaire was used in the
current research. Such an approach is a technique whereby respondents complete the
questionnaires themselves and the administrator answers any questions about the
questionnaire from the respondents. The self-administered questionnaire is one of the
most commonly used techniques in research studies (Fink, 2002), and is frequently used
to examine the relationship between sociological and psychological variables, such as
attitudes, preferences, and opinions (Salkind, 2012). Random distribution of the selfadministered questionnaires can represent all population segments (Chhabra et al., 2003;
Salkind, 2012). The on-site technique was used in the current research to avoid the
possibility of an unrepresentative sample.
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3.2

Method Development

Before distributing each questionnaire, the researcher asked two assistants to help
distribute the questionnaires and provided them with appropriate training. Both of them
had been to the South Luogu Alley and familiar with the location. Before data collection,
the researcher already had communicated with them about the key features of the current
research. Both are graduate students with a social science background and with rich
experience in doing survey and field investigation. The researcher made a schedule and a
plan about how to distribute the questionnaires. The plan included locations and times for
survey distribution as well as how to choose and approach visitors.
As for the locations (Appendix A), the researcher and assistants chose a number of
different areas in the main street of the South Luogu Alley in order to approach the
visitors randomly. Locations included two entrances of the main street, the intersection of
the main street with each Hutong, outside of stores, restaurants, food booths, and both
private and public rest areas. At an entrance, one can approach a large number of visitors
because most visitors have to enter and leave the main street through these two entrances.
At the South Luogu Alley, there are all kinds of stores, restaurants, and food booths. Such
locations attract and gather most of the visitors. At the outside of some food booths and
restaurants, there is typically a long queue. It is easier to distribute the questionnaires to
the people who are standing there because they may have more time to complete the
questionnaire while waiting. Additionally, distributing questionnaires to people who are
seated in the private and public rest areas also increase the chance to receive
questionnaires as they also may have more time to complete them.
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The researcher and assistants chose people who passed by, people who were
standing in the queue to buy the food in front of the booth, and people who sat in the
chairs of rest areas. To distribute the questionnaire to the people in the private rest area,
such as outside of a cafe or restaurant, the researcher asked permissions of the owners
and received their compliance.
When the people were approached, the researcher and assistants introduced
themselves. Then they explained the research purpose and asked for agreement to
complete the questionnaire. In addition, some basic information about the research
purpose of the current research was written at the beginning of the questionnaire so
respondents could become more familiar with the study.
Getting a sample that is statistically representative of a population one targets
varies by day and even by hour (Waitt, 2000). As for the time, the researcher and
assistants distributed the questionnaire at different times during the day and at night and
changed the location at least every half hour. The time range was from 10:00 am to 12:00
pm and from 3:00 pm to 7:00 pm. Most visitors came to the South Luogu Alley around
10:00 am and after 3:00 pm. Few visitors arrived before 10:00 am because it was too
early. Also few visitors arrived between 12:00 pm and 3:00 pm due to very hot weather.
The researcher and assistants distributed the questionnaires to visitors and waited for
them until they finished all questions. Pencils or pens and hardboard were provided for
respondents.
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3.3

Survey Distribution

The questionnaire was distributed from July 9, 2012 to August 10, 2012 at the main
street of the South Luogu Alley, in the Dongcheng district of Beijing, China. The
researcher and both assistants followed the above research protocol to distribute the
questionnaires. Assistants distributed questionnaires from July 9 to July 12, while the
researcher distributed the questionnaires from July 9 to August 10. During the process of
distributing the questionnaires, some people were unwilling to answer the questions.
They may not have been interested in the current research, they may have lacked time, or
they may not have believed the researcher and assistants. Yet more than half of the
participants were very friendly and willingly accepted to participate in the survey after
they knew the purpose of this research and the researchers’ educational backgrounds.
A random sample of 602 visitors was approached in the main street of the South
Luogu Alley. The researcher approached 467 visitors and the research assistants
approached 135 visitors in total. The response rate was approximately 59.5% (358).
A total of 353 completed questionnaires were obtained from 358 collected
questionnaires. Assistants gathered 49 questionnaires and the researcher gathered 309
questionnaires. Among the 309 questionnaires, there were five uncompleted
questionnaires due to invalid answers and/or unanswered questions.
The original questionnaire was designed using English. Then the researcher
translated the questionnaire into Chinese and invited an expert in translation to edit to
ensure the accuracy. After questionnaires were collected, the researcher analyzed the data
by translating Chinese back into English. Because the data was about numbers, the
researcher translated by herself and did not ask the translation expert to verify.
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3.4

Questionnaire Design

The questionnaire was designed with the aim to answer the research question. There
were four parts to the questionnaire: travel history at the South Luogu Alley, visitors’
perceptions of authenticity, respondents’ travel motivation, and socio-demographic
characteristics. The latter included gender, age, place of residence, education, and
monthly income.
In the section of travel history, visitors were asked to answer how many times they
previously have been to the South Luogu Alley. There were four parts in the section of
visitors’ perceptions of authenticity. The aim of the second section was to understand
visitors’ perceptions and requirements of authenticity. Based on the previous literature,
authenticity is perceived in terms of three aspects: physical dimension, activities, and
interaction with local people (Waitt, 2000; Chhabra et al., 2003; Yang & Wall, 2009;
Moscardo & Pearce, 1986; Fine & Speer, 1997; Budruk, White, Wodrich, & van Riper,
2008). Therefore, all the items used to generate people’s perceptions of authenticity
related to these three aspects. The first part is about what items contribute most to visitors’
perceptions of authenticity in a cultural heritage destination. Interacting with local
residents, historical buildings, learning traditional culture, traditional food and beverage,
buying traditional souvenirs, and listening to the interpretation of local tour guides were
given for visitors to choose their answers. The second part was to test how important is it
to a visitor that the South Luogu Alley provides an authentic “Classical Beijing Hutong”
experience. The third part had visitors rate the authentic degree of some items in the
South Luogu Alley. Because the South Luogu Alley combines both traditional Chinese
culture and Western culture in terms of architecture, food, and tourism souvenirs, the
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items chosen should include both of these aspects to test visitors’ perceptions of
authenticity toward a reconstructed traditional alley. These items include traditional
Siheyuan, pseudo-classic architecture, architecture combining Chinese and Western
styles, non-Chinese food restaurants, traditional Chinese food restaurant, traditional
tourism souvenirs, non-traditional tourism souvenirs, guided tours, and interacting with
local residents. The fourth part asked visitors to rate the authentic degree of the South
Luogu Alley as a whole. All questions were rated on a five-point Likert scale.
As for the motivation section, Dann’s (1977, 1981) classification of “pull” factor
and “push” factor was incorporated into the questionnaire. Dann’s motivation theory is
well-established and connects with thevisitor experience. Push factors determine whether
to go to a place and pull factors determine where to go(Lee et al., 2002). Several studies
have been conducted using Dann’s theory (Crompton, 1979b; Iso-Ahola, 1982;
Krippendorf, 1987; Pyo, Mihalik, & Uysal, 1989; Yuan & McDonald, 1990).

In the current research, 20 motivations were categorized into five push factors
(escape from a perceived mundane environment, enhancement of kinship relationships,
social interaction, enjoyment, and relaxation) and two pull factors (learning traditional
culture about the South Luogu Alley and novelty). To measure perceived authenticity of
the South Luogu Alley, visitors were asked to rate some items on a five-point Likert scale,
with higher points representing higher authentic level. Items included traditional
Siheyuan, pseudo-classic architecture, architecture combining Chinese and Western
styles, non-Chinese and traditional food restaurants, traditional and non-traditional
tourism souvenirs, guided tours, and interacting with local residents. To know what items
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contributed most to visitors’ understanding of authenticity, interacting with local
residents, historical buildings, learning traditional culture, traditional food and beverage,
buying traditional visitor souvenirs, and listening to the interpretation of local tour guides
were rated on a five-point Likert scale by visitors.

SPSS (Statistical Package for the Social Sciences) was used to analyze the data.
Factor analysis, Independent sample T-test, ANOVA, Maximum-likelihood Estimation
(including ordinal logistic regression and multi-nominal logistic regression), and Ordinal
Least Squares (OLS) were used to analyze the data.
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CHAPTER 4. STUDY RESULTS

4.1

Visitors’ Demographic Factors

A majority of the visitors for the study at the South Luogu Alley were female
(67.1%) as opposed to 32.9% of the other respondents who were males (Table 4-1).
Regarding respondents’ age, younger people exceeded older people, with 83% of them
between ages18 and 32. More than half (53%) of the visitors were local residents, while
47% lived in other provinces of China. Concerning educational level, most visitors held a
higher educational degree with 82.1% of the respondents with a master’s degree or higher.
As for monthly income, 39.1% of the respondents earned below 1500RMB, which is
followed by 3001-5000RMB (19.3%), 8001-15000RMB (12.2%), 1501 - 3000RMB
(11.3%). Among respondents, 51.3% had been to the South Luogu Alley between once
and three times. In total, 81.3% were repeat visitors to the area.
Table 4-1 Socio-demographic Characteristics of Respondents
Variable
Gender

Categories

Frequency

Males
Females

116(32.9%)
237(67.1%)

18-22
23-32
33-42
43-52
53-62
63 or above

108(30.6%)
185(52.4%)
37(10.5%)
18(5.1%)
4(1.1%)
1(0.3%)

Age
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Table 4-1 Continued
Some college
Bachelor’s degree
Master’s degree
Doctorate

34(9.6%)
184(52.1%)
100(28.3%)
6(1.7%)

Below 1500RMB
1501-3000RMB
3001-5000RMB
5001-8000RMB
8001-15000RMB
Above 15000RMB
0
1-3

138(39.1%)
40(11.3%)
68(19.3%)
47(13.3%)
43(12.2%)
17(4.8%)
66(18.7%)
181(51.3%)

4-6

43(12.2%)

6-10

22(6.2%)

Above 10

41(11.6%)

Beijing
Other provinces in China

187(53.0%)
166(47.0%)

Below high school
High school

5(1.4%)
24(6.8%)

Monthly Income

Previous Travel Times

Place of residence

Education level

4.2

Perceptions of Authenticity

To understand what factors contribute most to visitors’ understanding of
authenticity at the South Luogu Alley. Six items were given to visitors to rate the
contribution degree at a five-point Likert scale, one representing not at all and five
representing extremely contributing. By looking at the mean score of each item from
Table 4-2, seeing historical buildings contributes most to the perspectives of visitors,
followed by learning traditional culture, interacting with local residents, and eating
traditional food and beverage respectively. In contrast, listening to the interpretation of
local tour guides and buying traditional souvenirs did not seem to contribute to visitors’
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understanding of authenticity when compared with the previous four items. Next, the
researcher used the Tukey test in one-way ANOVA to test whether these means are
statistically significant. Results showed that both seeing historical buildings and learning
traditional culture equally contributed most to visitors’ perceptions of authenticity at the
South Luogu Alley. The second contributor included both interacting with local residents
and tasting traditional food and beverage.
Table 4-2 Mean Results by Tukey Test in One-way ANOVA
N
Buying traditional tourism souvenirs
Listening to the interpretation of local tour guides
Traditional food and beverage
Interacting with local residents
Learning traditional culture
Seeing historical buildings

353
353
353
353
353
353

Subset for alpha=0.05
1
2
3
4
2.52
3.11
3.54
3.65
3.77 3.77
3.93

To determine whether socio-demographic factors influence visitors’ perceptions of
authenticity at the South Luogu Alley, nine items (Table 4-3) were used to establish a
relationship with each demographic factor, including age, gender, education, place of
residence, previous visit times, and monthly income, by using ordinal logistic regression
and multi-nominal logistic regression. Then one-way ANOVA was used to see the detail
difference among those groups which had significance with demographic factors by
comparing the means.
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Table 4-3 Items Selected to Test the Authentic Level of the South Luogu Alley
1. Traditional siheyuan
2. Pseudo-classic architecture
3. Architecture combining Chinese and Western styles
4. Non-Chinese food restaurants (such as Western restaurants and Japanese restaurants)
with Chinese architectural design
5. Traditional Chinese food restaurants
6. Traditional tourism souvenirs
7. Non-traditional (modern or Western) tourism souvenirs
8. Guided tours
9. Interaction with local residents
The test of parallel lines under the ordinal logistic regression was used to determine
whether to use ordinal logistic regression or multi-nominal logistic regression. If the
significance is greater than 0.05, it shows ordinal logistic regression is an appropriate
model. Less than 0.05 shows multi-nominal logistic regression should be used. Based on
the result of the test of parallel lines, it was found that the relationship between
demographic factors and visitors’ perceptions toward pseudo-calssic architecture (Sig.
=0.001), traditional tourism souvenirs (Sig. =0.002), and non-traditional tourism
souvenirs (Sig. =0.009) can be tested by multi-nominal logistic regression. The rest of the
six items include traditional Siheyuan, architecture combining Chinese and Western
styles, Non-Chinese food restaurants, traditional Chinese food restaurants, guided tours,
and interaction with local residents should use ordinal logistic regression. Demographic
factors do not influence visitors’ perceptions of authenticity toward traditional Siheyuan,
traditional Chinese food restaurants, and interaction with local residents. The results
shown in Table 4-4 demonstrate that age negatively influences visitors’ perception
toward the authentic level of the architecture combining Chinese and Western
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styles (Sig. =0.039, estimate= -0.278), visitors’ perception toward the authentic level of
non-Chinese food restaurants (Sig. =0.027, estimate= -0.299), and traditional tourism
souvenirs. The multi-nominal logistic regression analysis showed that elderly people are
more likely to think the traditional tourism souvenirs are less authentic rather than very
authentic compared with younger visitors (Table4-4). Education negatively affects
visitors’ perception of authenticity in terms of pseudo-classic architecture, non-traditional
tourism souvenirs, and guided tours (Estimate-=0.224, Sig. =0.036) (Table 4-4). Visitors
with higher educational level perceived that the pseudo-classic architecture is less
authentic rather than very authentic. Similar results were found also in perception toward
non-traditional tourism souvenirs by using multi-nominal logistic regression.

Table 4-4 Perceived Levels of Authenticity at the South Luogu Alley
Multi-nominal Logistic Regression Results
Dependent

Independent

Pseudo-classic Education
architecture
Traditional
Age
souvenirs
Non-traditional Education
souvenirs

Sig.
Exp (B)
Sig.
Exp (B)
Sig.

Exp (B)
Nominal Logistic Regression Results

Not at
all
0.12
1.928
0.933
0.970
0.044
*
2.040

Less
Authentic
0.02*
2.071
0.038*
1.854
0.024*

Mixed
Feeling
0.116
1.334
0.084
1.654
0.086

Authentic

2.232

1.838

1.881

0.01*
1.94
0.515
1.228
0.118

Dependent

Independent Estimate

Sig.

Architecture combining Chinese and Western
Styles
Non-Chinese food restaurant

Age

-0.278

0.039

Age

-0.299

0.027

Guided tours

Education

-0.224

0.036

Note. The reference category is: “Very Authentic”.
Sig. <0.05
means the independent variable has significance with the dependent variable.
Only the variables with significance were used in the Table.
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By looking at the mean score of each age group and education group (Table 4-5),
respondents between ages 33 and 52 (2.18) were more likely to hold the view that nonChinese food restaurants are less authentic than the young respondents between the 18
and 32 (2.63) age group. Regarding visitor perceptions toward the authentic level of
traditional tourism souvenirs, results show that the mean authenticity level of elder
people between ages 33 and 42 (3.08) or 42 and 52(2.89) is much lower than those
between 18 and 22 (3.31). Visitors between 43 and 52(2.39) or 33 and 42 (2.19) rated
lower concerning authenticity of architecture combining Chinese and Western styles than
those younger visitors between ages18 and 22 (2.89) or between 23 and 32 (2.76).
As for visitors’ perceptions toward the authentic level of guided tours at the South
Luogu Alley, visitors with a bachelor’s degree or higher (3.25) are more likely to hold the
view that guided tours is not authentic compared to perceptions of visitors with lower
educational background (3.4). Regarding visitor perception toward authentic level of
pseudo-classic architecture, the mean authentic score of visitors with a bachelor’s degree
(3.14), a master’s degree (2.92) is much lower than visitors with the an educational level
below a bachelor’s degree (3.49). Finally, visitors with a bachelor’s degree or higher rate
lower concerning non-traditional tourism souvenirs. Overall, these results suggested that
elderly visitors and visitors with higher educational degree usually cannot accept the nontraditional aspects of the South Luogu Alley as authentic.
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Table 4-5 Perceived Authenticity Mean Score Based on Age and Education
Perceived Authenticity Mean Scores
18-22 23-32 33-42
43-52
53-62
>=62
Age
Architecture
2.89
2.76
2.19
2.39
2.5
3.00
combining Chinese
and Western styles
Non-Chinese food
2.81
2.44
2.14
2.22
2.25
2.00
restaurant
Traditional
3.31
2.98
3.08
2.89
2.50
2.00
souvenirs
Below High
Some
Bachelor’s Master’s Doctorate
Education
High
School College Degree
Degree
School
Guided tours
3.40
3.21
3.59
2.97
2.79
4.00
Pseudo-classic
3.60
3.42
3.44
3.14
2.92
3.33
architecture
Non-traditional
2.00
2.67
2.12
2.08
2.00
1.67
souvenir
Note. Age group of 52-62 and 63 or above was not used for analysis because of the N for
each group is 4 and 1 separately.
The relationship between gender and visitors’ perception of authenticity toward
each item was tested by an independent sample t-test. Also the same test was used in
terms of place of residence. According to the result (t-value=0.791, P-value=0.429), there
is no significance in the perception of authenticity toward each item and the overall
authentic level of the South Luogu Alley between groups differentiated by place of
residence. As for gender, it significantly influences the perception of authenticity toward
traditional tourism souvenir (t-value= -2.591, P-value=0.01). Females tended to rate
traditional tourism souvenir higher than male visitors, with the mean score of 3.19 versus
2.85.

To explore interrelationships among gender, educational level, age, place of
residence, monthly income, previous visit times, and perceptions toward each
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item (Table 4-6), results from the univariate analysis were used. Gender, monthly income,
and previous travel times independently do not influence visitors’ perceptions of
authenticity. However, gender and previous travel times together influence visitors’
perceptions of authenticity toward traditional tourism souvenirs. The interactive
relationship between gender and monthly income affect visitors’ perceptions of
authenticity toward traditional tourism souvenirs and traditional Chinese restaurants.
Gender versus previous travel times to the South Luogu Alley influence the authentic
score of traditional tourism souvenir (F=2.844, p-value=.024). The more times that males
visit to the South Luogu Alley, the lower score each man gave to the authenticity of
traditional tourism souvenirs. The opposite result was found among female visitors.
Gender versus monthly income also influenced the authentic score of traditional tourism
souvenirs (F=3.071, Sig. = .010). Female visitors with higher monthly incomes tended to
give higher authentic score for traditional tourism souvenirs than male visitors with
higher monthly incomes. As for the authentic score of traditional Chinese food
restaurants, a similar result was found with the previous one. Female visitors with higher
monthly incomes gave higher authentic scores to traditional Chinese food restaurants
than male visitors with higher monthly incomes.
As a result, the above analysis about visitors’ perceptions of authenticity showed
that visitors have different interpretations of authenticity at a heritage destination based
on their different backgrounds in terms of age, gender, education, and previous visit times.
In turn, results showed that constructive authenticity can better explain visitors’
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perspectives of authenticity at a heritage destination because authenticity was interpreted
by visitors’ own preferences, beliefs, and perspectives in the current study.
Table 4-6 Differences in Perceived Authenticity at the South Luogu Alley
Traditional tourism souvenirs
Previous travel times to South Luogu Alley
0
1-3
4-6
6-10
Above 10
Gender M 3.11
3.02
2.93
2.57
1.93
F 3.29
3.24
2.75
3.00
3.35
Monthly income(RMB)
<1500 1501300150018001- >15000
3000
5000
8000
15000
Gender M 3.33
3.00
3.14
2.52
2.28
2.22
F 3.20
3.08
3.04
3.46
3.08
3.63
Traditional Chinese food restaurants
Monthly income(RMB)
<1500 1501300150018001- >15000
3000
5000
8000
15000
Gender M 3.40
2.94
3.86
3.24
3.22
2.56
F 3.42
3.38
3.50
3.27
3.32
4.13

4.3

Results of
ANOVA
F=2.844
Sig.=.024

F=3.071
Sig.=.010

F=2.246
Sig.=.049

Motivation to Visit a Heritage Destination

To explore issues about motivation and authenticity, classification of motivations
were tested by factor analysis because the factoring procedure can be used to distinguish
items from one another. Then OLS regression model was used to determine the
relationship between motivation and visitors’ requirements of authenticity.
Based on the literature review, the current research summarized twenty motivations
into seven categories, including escape from a perceived mundane environment,
enhancement of kinship relationships, social interaction, enjoyment, relaxation, learning
traditional culture about the South Luogu Alley, and novelty. According to the results of
factor analysis, twenty motivations were categorized into four new different
classifications (Table 4-7).
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Table 4-7 Factor Analysis Results of Motivation Classification
Component
1
2
(1) To escape from the routine of study and work
.248
-.230
life
(2) To have a change from everyday life
.383
-.071
(3) To do something with my family or friends
.207
-.092
(4) To bring my family closer together
.388
-.005
(5) To talk to new and various people
.499
.380
(6) To share with the travel experience after
.138
.563
returning home
(7) To interact with local people
.477
.514
(8) To go to the bar and interesting shops
.424
-.202
(9) To enjoy the combination of different culture .520
.146
(10) To have dinner in traditional restaurants
.473
.006
(11) To shop for non-traditional souvenirs
.209
.014
(12) To have dinner in Western restaurants
.102
.057
(13) To shop for traditional souvenirs
.339
-.160
(14) To give my body a rest
.499
-.625
(15) To release or reduce tensions
.502
-.645
(16) To give my mind a rest
.449
-.703
(17) To develop my knowledge of the traditional
-.082
.834
history and culture of SLA
(18) To have an authentic experience of Hutong
-.021
.912
culture in SLA
(19) To experience "Traditional Beijing" culture .894
-.038
(20) To experience new and different things
-.247
.648
Note. Extraction Method: Principal Component Analysis
Rotation Method: Oblimin with Kaiser Normalization

3

4

.414

.735

.442
.182
.254
.434

.743
.598
.807
.559

.469

.378

.349
.651
.660
.538
.779
.741
.600
.364
.426
.396

.460
.276
.404
.397
.353
.284
.191
.631
.643
.616

.383

.386

.290

.330

.285
.332

.334
.427

Comparing the original category summarized from the literature review with the new
category derived from the factor analysis, new classification is more precise and brief
(Table 4-8). The new group one combines the original group one (escape from a
perceived mundane environment), original group two (enhancement of kinship
relationships, and one motivation “to talk to new and various people” of original group
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three (social interaction). At first, it seemed that these items were not related to each
other. However, all the items in the new group one had the meaning of escaping from the
daily environment and doing something with family or friends. The broad purposes of
these motivations are very similar: escaping from pressure or doing an activity for fun.
The new group two combines the original group six (learning traditional culture), two
items of original three (social interaction), and original group seven (novelty). The
motivations in the new group two were all related to learning traditional culture. Visitors
who had motivations to share with the travel experience and to interact with local people
may likely share the cultural knowledge of that place with their friends or family
members after they return home. It is possible that visitors who interact with local people
want to know the history and culture of that place. The new group three and the new
group four are not changed. They are the original group of relaxation and enjoyment.
Based on the characteristics of the items in each new group, the new classification
included escaping from daily environment and enhancing kinship relationship, learning
traditional culture, relaxation, and enjoyment.
Based on Dann (1981)’s pull and push motivation theory, the new classification
can be categorized into one pull factor (learning traditional culture) and three push factors
(escaping from daily environment and enhance kinship relationships, relaxation, and
enjoyment). The new classification was used to do the analysis for the following.
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Table 4-8 Comparison between Original Category of Motivations and the Category from
Factor Analysis
Result of factor analysis:
Group1: Escape from daily environment and
enhance kinship relationships
(1) To escape from the routine of study and
work life
(2) To have a change from everyday life
(3) To do something with my family or
friends
(4) To bring my family closer together
(5) To talk to new and various people
Group 2: Learn traditional culture
(6) To share with the travel experience after
returning home
(7) To interact with local people
(17) To develop my knowledge of the
traditional history and culture of SLA
(18) To have an authentic experience of
Hutong culture in SLA
(19 )To experience "Traditional Beijing"
culture
(20)To experience new and different things
Group 3:Relaxation
(14) To give my body a rest
(15) To release or reduce tensions
(16) To give my mind a rest
Group 4: Enjoyment
(8) To go to the bar and interesting shops
(9) To enjoy the combination of different
cultures
(10) To have dinner in traditional restaurant
(11) To shop for non-traditional souvenirs
(12)To have dinner in Western restaurants
(13) To shop for traditional souvenirs

Original category
Group 1: Escape from a perceived
mundane environment
(1) To escape from the routine of
study and work life
(2) To have a change from everyday
life

Group 2: Enhancement of kinship
relationships
(3) To do something with my family
or friends
(4) To bring my family closer
together

Group 3: Social Interaction
(5) To talk to new and various people
(6) To share with the travel
experience after returning home
(7) To interact with local people
Group 4: Enjoyment
(8) To go to the bar and interesting
shops
(9) To enjoy the combination of
different culture
(10) To have dinner in traditional
restaurants
(11) To shop for non-traditional
souvenirs
(12) To have dinner in Western
restaurants
(13)To shop for traditional souvenirs
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Table 4-8 Continued
Group 5: Relaxation
(14) To give my body a rest
(15) To release or reduce tensions
(16) To give my mind a rest
Group 6: Learning traditional culture
about the South Luogu Alley
(17) To develop my knowledge of the
traditional history and culture of SLA
(18) To have an authentic experience
of Hutong culture in SLA
(19) To experience traditional Beijing
culture
Group 7: Novelty
(20) To experience the new and
different things

To explore whether authenticity is an important motivation for visitors to a heritage
destination, visitors were asked to rate how important it is that the South Luogu Alley
provides an authentic “Classical Beijing Hutong” experience on a five-point Likert scales:
1 represents “not at all important” and 5 represents “very important”. The mean score for
this question is 3.63.
The mean score of each motivation category was calculated. The motivation of
learning traditional culture equals pursuing authenticity in the current research. Different
from most of previous research results found that seeking authenticity or gaining
historical experience was the most important motivation (Moscardo & Pearce, 1986;
Waitt, 2000; Yang & Wall, 2009). Most visitors go to the South Luogu Alley for
relaxation (mean=3.89), followed by learning traditional culture (mean=3.17), escape
from daily environment and enhance kinship relationships (3.11), and enjoyment (2.90).
Yet only compare the mean cannot explain the problem. Then Tukey test under the one-
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way ANOVA was used to test the rank and contribution of each mean of the four
motivations. Both learning traditional culture and escape from the daily environment and
enhance kinship relationships ranked second place. Results demonstrated that relaxation
was the most important motivation for visitors rather than pursuing authenticity at a
heritage destination.
Next, the researcher summarized the characteristics of visitors with different higher
motivations. In the questionnaire, respondents were asked to rate the degree of each
motivation at a five-point Likert scale, with 5 representing the highest score. To select
visitors with higher motivation of each category, the researcher chose visitors that
indicated a score 4 and 5 for each motivation category. Visitors who were highly
motivated by escape from a perceived mundane environment, learning traditional history
and culture, relaxation, and enjoyment were 55, 73, 217, and 24 respectively (Table 4-9).
Such results again confirmed that most visitors who go to the South Luogu Alley are
highly motivated by relaxation, followed by pursuing authenticity, escape, and enjoyment.
Table 4-9 makes a comparison between the percentage of demographic factors for each
higher motivation group and those of the total sample. As can be seen from Table 4-9,
visitors who were highly motivated by escape were mostly female visitors with higher
incomes. As for the visitors who were highly motivated by pursuing authenticity or
learning traditional history and culture, they tended to be local residents rather than
people from other provinces in China. Concerning visitors who were highly motivated by
enjoyment, individuals between 18 and 22 years of age who were in the high school or
below with low incomes and from other provinces belong to this group. The percentage
of visitors with a bachelor’s degree was lower.
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Table 4-9 Comparison between Demographics of Visitors with Each Higher Motivation
and Demographics of Respondents
Escape
Learn
Relax
Enjoy
Male
21.80%
30.10% 28.60% 29.20%
Female
69.90% 71.40% 70.80%
78.20%
Age
18-22
36.40%
35.60% 34.10% 41.70%
23-32
47.30%
46.60% 52.10% 50.00%
33-42
10.90%
11%
9.20%
4.20%
43-52
3.60%
4.10%
3.70%
4.20%
53-62
1.80%
2.70%
0.90%
63 or above
Location Beijing
58.20%
60.30% 48.40% 41.70%
Other
41.80%
39.70% 51.60% 58.30%
Below high
Education
1.80%
4.10%
1.40%
8.30%
school
High school
9.10%
8.20%
7.40%
16.70%
Some college
9.10%
13.70% 12%
8%
Bachelor’s
50.90%
53.40% 50.20% 41.70%
Master’s
25.50%
16.40% 26.70% 25.00%
Doctorate
3.60%
4.10%
2.30%
Income
Below 1500
40.00%
38.40% 38.20% 45.80%
1500-3000
14.50%
12.30% 12.40% 16.70%
3000-5000
21.90% 20.30% 16.70%
12.70%
5000-8000
12.30% 13.40% 12.50%
20.00%
8000-15000
10.90%
11%
12%
8%
above 15000
1.80%
4.10%
3.70%
Total
55
73
217
24
Note. Only respondents who gave a score equal to or above 4 were selected.
Gender

Sample
32.90%
67.10%
30.60%
52.40%
10.50%
5.10%
1.10%
0.30%
53.00%
47.00%
1.40%
6.80%
9.60%
52.10%
28.30%
1.70%
39.10%
11.30%
19.30%
13.30%
12.20%
4.80%
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Finally, to determine whether visitors with different motivations have different
requirements for authenticity, OLS regression model was used to establish relationship
between four motivation categories and the question “How important is it to you that the
South Luogu Alley provides an authentic classical Beijing Hutong experience?” Only
the motivation “learning traditional culture about the South Luogu Alley” had
significance with visitors’ requirements of authenticity (B=0.476, p-value=0.000).
Visitors with motivations of relaxation or enjoyment did not care about the issue of
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authenticity. That shows that visitors with the motivation of learning traditional history
and culture pursue authenticity and tend to think it is important that the South Luogu
Alley provides an authentic Beijing Hutong experience.
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CHAPTER 5. CONCLUSIONS AND DISCUSSION

5.1
5.1.1

Discussion

Major Characteristics of Visitors to Hutong

The present research indicated valuable information about the characteristics of
visitors to Hutongs. Most of the previous studies related to Hutongs focused on exploring
the historical and cultural value of Hutongs in terms of tourism development (Gu &
Ryan, 2008; Li, 2005; Zhou, 2009) and understanding the attitudes of local residents and
administration toward the development and conservation of Hutongs (Gu & Ryan, 2008;
Hilary du et al., 2005; Wang et al., 2003). The present researcher found limited studies
(F. Wang, Yan, Xiong, & Wu, 2012; Zhao & Lu, 2010) that identified characteristics of
visitors to Hutongs.
Based on the quantitative data collected from the questionnaire survey, visitors of
the Hutong tourism market tend to be young women (aged between 18 and 32) who are
more educated (Bachelor’s degree or above). More than half of the visitors are local
Beijing residents and repeat visitors. This specific population, which is local young repeat
visitors with higher educational degrees, is defined as “Hutonger” in the current research.
One of the unique characteristics of the South Luogu Alley is that there are many unique
and creative tourism souvenir stores.
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The number of female visitors at the South Luogu Alley exceeds the number of
male visitors; perhaps women are more likely to go to the specialty shops and tourism
souvenir shops than men (Anderson & Littrell, 1995). Also, the majority of visitors are
well educated; perhaps people with more education are more culturally oriented
(Silberberg, 1994). The South Luogu Alley is defined not only as a tourist attraction but
also as a shopping street, a business street, and one of the three major bar streets in
Beijing (F. Wang et al., 2012). Many people live in Hutongs near the South Luogu Alley.
These aspects may result in the South Luogu Alley gathering many local repeat visitors.
Because of the area’s geographical convenience and the popular creative culture there,
local people can choose the South Luogu Alley as a place to go for dinner or meet at a
bar with their friends or family.
Results of the present study are not in line with previous studies which showed that
heritage visitors are mostly middle aged people (Budruk et al., 2008; Chhabra et al., 2003;
Lord, 1999; Waitt, 2000). Such a difference in results may be because the South Luogu
Alley is a place where the cultural creative industry gathers. Such creative stores, bars,
and modern activities are more attractive to the younger generation.

5.1.2

Perceptions of Authenticity

Visitors perceived that the South Luogu Alley should provide an authentic “old
Beijing” experience. The authentic experience at Hutongs is enhanced by seeing
historical buildings, learning traditional culture, interacting with local residents, and
tasting traditional food and beverage. Such a conclusion coincides with that of previous
study (Budruk et al., 2008) that has found learning traditions about local people, meeting
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with local residents, and protecting traditional buildings contribute to visitors’ authentic
experience at a heritage destination.
Demographic factors influence visitors’ perception of authenticity at the South
Luogu Alley. The influence of gender, monthly income, and previous visit times is minor.
Female visitors with more previous visitations and high monthly income accepted the
traditional tourism souvenirs and Chinese food restaurants as more authentic than their
male counterparts. Age and education are the two most important factors that affect
visitors’ perception of authenticity toward the different aspects of the South Luogu Alley.
Visitors with higher educational degrees have a lower perception of authenticity toward
pseudo-classic architecture, non-traditional tourism souvenirs, and guided tours. This is
consistent with previous research results, having found that more educated visitors are
more knowledgeable about the local history, tradition, and culture (Budruk et al., 2008).
They are more critical of the presentation of the history and cultural interpretation
(Yeoman et al., 2007). Older visitors tend to perceive the traditional souvenirs,
architecture which combined Chinese and Western styles, and non-Chinese food
restaurants as less authentic. Perhaps older visitors perceive the non-traditional items of
the South Luogu Alley as less authentic because the older generation has stricter
requirements for authenticity of the local culture than the younger generation (Chhabra et
al., 2003). Older visitors also perceive traditional tourism souvenirs as less authentic;
perhaps this is because most tourism souvenirs in China do not have local characteristics
and lack high quality (J. Y. Huang, 2004). Also different tourist attractions in China have
very similar souvenirs; therefore it is very difficult to find the real tourism products that
can show the meaning of local culture (Fan, Yang, & Li, 1999). Differing from previous
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findings (Chhabra et al., 2003; Waitt, 2000) that showed visitors’ perceptions of
authenticity is also determined by location, the current research found that there is no
difference between such perceptions of local people and people from other Chinese
provinces.
As the present researcher mentioned in the literature review, constructive
authenticity means people’s perceptions toward authenticity is different and is determined
by their backgrounds, expectations, preferences, beliefs, and other factors. This research
showed that visitors with different ages, educational backgrounds, monthly incomes, and
gender have different perception toward authenticity of both traditional aspects and nontraditional aspects.
Some visitors regarded the traditional aspects as authentic. Yet some visitors with
different characteristics regarded the traditional aspects as less authentic, but they viewed
the non-traditional aspects as more authentic. There is no unified criterion to understand
authenticity among visitors to Hutongs. Therefore, the concept of constructive
authenticity is applicable to explain visitors’ perceptions of authenticity at the South
Luogu Alley.

5.1.3

Visitor Motivation at Hutongs

The present research found that visitors to Hutongs can be classified into four types
based on their different motivations. The typology of visitors includes casual visitors who
are motivated by relaxation, authenticity seekers who are driven by learning traditional
history and culture, pure escapees who are motivated by escaping from the daily
environment and pressure from work or study, and entertainment seekers attracted by
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bars and different cultural creative activities at Hutongs. The special characteristics of
Hutongs caused its visitors to have very unique motivations when compared with usual
visitors at a heritage destination. Pure escapees tend to be female visitors with higher
incomes. Perhaps females experience pressure from both family and society; they need to
go to a place with a relaxing atmosphere to escape daily pressures.
In addition, local resident visitors are more likely to be motivated by pursuing
authenticity than visitors from other provinces in China. Such a phenomenon is difficult
to explain for the current research. Further qualitative research may be needed for
explanations. Entertainment seekers are mostly high school students who are between 18
and 22 years old with low incomes and live in other provinces in China. The present
researcher collected the data during the summer holiday of Chinese students. Most
students from other provinces visit Beijing during this period. Based on this special
circumstance, they may have more time and greater expectation to be entertained at the
South Luogu Alley than non-local visitors.
The study finds that for visitors to the South Luogu Alley differed from other
heritage studies that showed the main motivation for visitors to a heritage destination or
historical theme park is to pursue authenticity or to learn traditional history and culture
(Moscardo & Pearce, 1986; Waitt, 2000). The current research found that most visitors
who go to the South Luogu Alley are casual visitors mainly pursuing relaxation, such as
to release tension. Some visitors to Hutongs also are motivated by enjoyment and escape
from pressure. It seems as though visitors to Hutongs have diverse motivations; seeking
authenticity is not the most important one. Perhaps it is because Hutongs are very special
type of heritage destination, gathers many boutique restaurants, bars, cafes, and unique
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tourism souvenirs stores, and creates a very relaxing atmosphere and comfortable
environment for many visitors (Zhang, Wang, Chen, Wang, & Lu, 2008). Another reason
may be caused by the tendency that a heritage destination has become not only a place to
provide visitors historical and cultural interpretation but also a place for visitors to be
entertained, such as shopping and tasting local foods (Silberberg, 1994; Waitt, 2000).
The present researcher further established a relationship between motivations and
visitors’ requirements or demands for authenticity. The research found that visitors with
motivations to relax, enjoy, and escape from the daily environment and enhance kinship
relationships care less about authenticity than authenticity seekers. Only authenticity
seekers who are motivated by learning traditional culture and history think it is important
for the South Luogu Alley to provide an authentic “old Beijing” experience. Therefore,
motivation has a strong relationship with visitors’ requirements or expectations for
authenticity.

5.2
5.2.1

Implications and Contributions

Theoretical Implications and Contributions

The current research contributes in several ways to the understanding of Hutong as
heritage attractions. The finding demonstrates that there is a distinctive type of visitor that
visits Hutongs. The term “Hutonger” has been introduced to describe those visitors and is
based on the major characteristics of visitors to Hutongs in the current research, which
contribute to the identification of visitors’ characteristics at Hutong tourism related
research. “Hutonger” is used to describe visitors who travel to Hutongs and tend to be
young female repeat visitors with a higher educational degree who live in Beijing. The
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new terminology in Hutong tourism can help Hutong tourism marketers or management
shareholders to know more about the visitors to Hutongs.
Second, the present research demonstrated that the requirements or demands for
authenticity are not unified in Hutong tourism. Constructive authenticity can explain
visitors’ perceptions of authenticity. Therefore, the current research confirmed the
meaning of Wang (1999)’s definition of constructive authenticity. What is authentic is
determined by visitors’ experience, backgrounds, and personal feelings. Such a finding is
also consistent with Cohen’s (1988) contention about authenticity. Cohen held the view
that authenticity is a negotiable concept rather than a social construct. Researchers need
to notice that cultural products can be authentic or not authentic based on how visitors
perceive them and how the destination develops. Many researchers (Chhabra et al., 2003;
Yang & Wall, 2009) have demonstrated that visitors can accept staged authenticity,
meaning that activities and products are different from the original resources, at heritage
destinations. Such a phenomenon was found among visitors to Hutongs.
Third, as for visitor motivation, the current research demonstrated that visitors at
Hutongs have multiple motivations, including relaxation, enjoyment, learning traditional
history and culture, and escape from mundane environment and enhancement of kinship
relationships. Based on the characteristics of each motivation, the researcher summarized
the typology of visitors as casual visitors, entertainment seekers, authenticity seekers, and
pure escapees. The typology of visitors based on motivation of Hutongs in the current
research contributes to the theory in Hutong tourism literature.
Fourth, many studies explore the issues of visitors’ perception toward authenticity
at a heritage destination. However, research settings chosen by these studies were mostly
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some re-enacted activities or some heritage destinations that have become
commercialized. In the field of Hutong tourism, limited studies focus on testing
authenticity at a historical district that combines traditional and Western styles. The
current research chose to analyze the visitors’ perceptions of authenticity toward both
traditional and non-traditional aspects at Hutongs, providing unique findings in terms of
the characteristics of the visitors of the Hutong tourism market and Hutong visitors’
typology.

5.2.2

Practical Implications and Contributions

The study has several important practical implications. First, the present research
provides detailed information to managers of tourism-related organizations about the
profile of population who visit Hutongs, such as the major demographic characteristics of
the Hutonger. To attract more people to visit Hutongs, it is necessary to know the
tendency and constitution of Hutong tourism market. Knowing characteristics of the
targeted population will give information and implications to the tourism marketing
department (Kotler, Bowen, & Mak, 1999), thereby better providing and promoting
unique services or products to the “Hutonger” and each type of motivation group. Hence,
people who are responsible for such a place, such as the management company of the
South Luogu Alley and travel agency, should be aware of “Hutonger”. The South Luogu
Alley is managed by the commercial branch of the Dongcheng district in Beijing. The
information in the current research can be used by them to design and promote different
products and activities based on the typology of visitors to Hutongs and the major
characteristics of the Hutonger. Both cultural activities and entertainment activities can
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be designed to attract different groups of visitors. For example, the major population of
“Hutonger” is the younger generation. Much research has demonstrated that young
people are more exposed to social media and networking (Bull et al., 2008; Furlong &
Cartmel, 2006; Lenhart, Purcell, Smith, & Zickuhr, 2010). Therefore, it will be more
efficient to use the Internet and social networking to promote activities, festivals, and
grand openings of stores in the South Luogu Alley and other similar historical districts.
According to the typology of visitors at Hutongs, different activities, services, and
products can be developed. Both traditional and non-traditional aspects at Hutongs can be
regarded as authentic as visitors who are driven by different motivations have different
interpretations toward authenticity. For instance, historical stores and cultural
interpretation tourism can be designed and developed to attract authenticity seekers. Bars
that combine traditional and Western styles can attract enjoyment seekers.
Second, the current research found that seeing historical buildings and learning
about traditional history and culture contribute most to visitors’ perceptions of
authenticity at Hutongs. In many Hutongs which have been reconstructed, there are some
modern restaurants and boutique stores. Based on the above findings, the traditional
architectural design contributes most to visitors’ authentic perceptions. Therefore, no
matter how elaborate the interior looks, the outlook of the buildings perhaps can be
designed in traditional style at reconstructed Hutongs. Some cultural activities and
historical interpretation tours can be encouraged to attract authenticity seekers at Hutongs
to increase their authentic perceptions.
Third, a very important practical contribution of the current study found that not
everyone pursues authenticity and constructive authenticity can explain visitors’
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perceptions of authenticity at Hutongs. Based on the literature review, there are some
people may argue for “no change” regarding the development of Hutongs. However, the
current research showed that there is general acceptance of constructive authenticity.
For example, the younger generation can accept the combination of modern, traditional,
and Western cultures. The cultural combination at the South Luogu Alley is reflected in
some Japanese or Western restaurants designed with traditional Chinese architectural
style, cultural-themed bars, and cultural-mixed souvenirs stores. There are many similar
Hutongs or alleys like the South Luogu Alley, such as Qibao historical street, Kuanzhai
alley, and Jinli historical district. There are many similar characteristics among these
historical districts: deep history and culture and combine the local culture and Western
culture after reconstruction. Much research has shown that commercialization and the
reconstruction of historical districts are criticized as destroying historical and cultural
value (Cao, 2009; Dai & Gai, 2009; Hewison, 1987; Shuang, 2011). However, current
research demonstrated that visitors have different needs for authenticity. Such research
found that only authenticity seekers have a strict requirement for authenticity. Therefore,
not all the activities, tourism products, and buildings must be entirely authentic; different
types of activities can be designed to cater to the needs of different visitors.
Fourth, because the South Luogu Alley is a place with mixed cultural elements,
visitors at Hutongs have different types of motivations. Pursuing authenticity is one of the
four major motivations for visitors at Hutongs. Most visitors at Hutongs are casual
visitors who want to relax or are with their family members and friends. It is possible that
casual visitors really enjoy the cafes, Western boutique stores, and the combination of
traditional and exotic cultures. There are many art galleries and bars with music at
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Hutongs. The special location becomes the catalyst for the South Luogu Alley to develop
cultural creative activities and to boost the appearance of bars and cafes (Zhang et al.,
2008). The South Luogu Alley has been defined as a unique place to gather and attract
different creative cultural ideas, combining traditional culture and creative industry (C.
Zhang et al., 2008; Zhao & Lu, 2010).Therefore, the reconstruction of some historical
districts or Hutongs is not always an unacceptable behavior that destroys local traditions
and culture. The influences of exotic culture elements can be regarded as positive and
useful if these influences contribute to the development of local culture. Accordingly,
stores or activities that combine with different cultures and creative ideas can be
encouraged and promoted to visitors based on their different motivation types at
historical districts. Strategies are needed to resolve the conflict between the conservation
of traditional culture and development of new products. Diverse products with high
quality should be developed to satisfy those who pursue authentic cultural experience and
those who want to relax and enjoy.

5.3

Limitations and Future Research

Several limitations should be noted. First, the current study only investigated visitors
at a single Hutong in Beijing. Results may not be generalizable to the visitors of other
Hutongs or historical districts. Second, although the sampling plan was designed with the
aim to give reliable estimates of the population and the researcher distributed the
questionnaires at different locations during different times of day, the results are only
representative for the visitors during the sample periods from July to August. The results
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may not apply to the visitors who visit the South Luogu Alley during other times of the
year. Third, visitors were asked to rate on a five-point Likert scale the important of six
items that may contribute to their authentic experience. These items were selected based
on the previous literature review. Possibly other aspects not included in these six items
could contribute to visitors’ authentic experiences. Fourth, the research found four types
of visitors based on their motivations. Although the motivation for enjoyment ranks last,
it cannot show that this motivation is the least important among the four. Perhaps most
people choose to go to the bars and restaurants at night. The researcher and research
assistants did not collect data after 7:00 p.m. Therefore, the data from this population is
not sufficient to show the characteristics of enjoyment seekers.
Although much valuable information about different groups of people’s
requirements and perceptions of authenticity at the South Luogu Alley were found, the
reasons behind these differences remain unclear. Therefore, further research is needed,
particularly qualitative research, such as using in-depth interviewing to determine
specific visitors’ attitudes. Then the reasons for certain groups of people’s perceptions of
authenticity can be explored. As the researcher mentioned previously, the South Luogu
Alley is a street with many bars. Many young people go to the bars at night. In the current
research, the researcher did not collect the data after 7:00 at night. Further research can
focus on this special population to explore their motivations and perceptions of
authenticity at a heritage destination.
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Questionnaire

Travel History
1. How many times have you been to the South Luogu Alley before?
□0
□ 1-3
□ 4-6
□ 6-10
□ Above 10
Tourist’s Perception of Authenticity
1. In your opinion, what items contribute most to your perception of authenticity in a
cultural heritage destination? Please rate the items in the table below on a five-point likert
scale: 5= Extremely contribute to, 1= Not at all contribute to.
Items
1 2 3 4 5
Interacting with local residents
Historical buildings
Learning traditional culture
Traditional food and beverage
Buying traditional tourist souvenirs
Listening to interpretations by local tour guides
2. How important is it to you that the South Luogu Alley provides an authentic “classical
Beijing Hutong” experience? Please rate the importance on a five point Likert scale: 5=
Very important; 1=Not at all important.
1
2
3
4
5

3. In your opinion, how authentic are the following aspects of South Luogu Alley?
Please rate the following items on a five point likert scale: 5 =Very authentic; 1 =Not
at all authentic
Items
1 2 3
4
5
A. Traditional Siheyuan
B. Pseudo-classic architecture
C. Architecture combining Chinese and Western
styles
D. Non-Chinese food restaurants (such as Western
restaurants and Japanese restaurants) with
Chinese architectural design
E. Traditional Chinese food restaurant
F. Traditional tourism souvenir
G. Non-traditional (modern or Western) tourism
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souvenirs
J. Guided tours
H. Interacting with local residents
4. In your opinion, how authentic is South Luogu Alley? Please rate the authentic degree
on a five-point Likert scale: 5 =Very authentic; 1 =Not at all authentic.
1

2

3

4

5

Travel Motivations in the South Luogu Alley
What is your motivation to visit the South Luogu Alley? Please identify the influence of
each motivation factor according to the 5-point Likert scale (5 =Extremely influential to 1
= Not at all influential)
Push Factors
5
4
3
Escape from a perceived mundane environment
To escape from the routine of study and work life
To have a change from everyday life
Enhancement of kinship relationships
To do something with my family or friends
To bring my family closer together
Social Interaction
To talk to new and various people
To share with the travel experience after returning
home
To interact with local people
Enjoyment
To go to a bar and interesting shops
To enjoy the combination of different cultures
To have dinner in traditional restaurants
To shop for non-traditional souvenirs
To have dinner in Western restaurants
To shop for traditional souvenirs
Relaxation
To give my body a rest
To release or reduce tension
To give my mind a rest

2

1

Pull Factor
5
4
3
2
Learning Traditional Culture about the South Luogu Alley
To develop my knowledge of the traditional
history and culture of the South Luogu Alley

1

78
To have an authentic experience of “Hutong”
culture in the South Luogu Alley
To experience “Traditional Beijing” culture
Novelty
To experience new and different things

Demographics
1. What is your gender?
□ Male
□ Female
2. What is your age?
□ 18-22
□ 23-32
□ 33-42
□ 43-52
□ 53-62
□ 63 or above
3. Where do you live?
□ Beijing
□ Another province in China, please identify the province_________
4. What is the highest level of education you have completed?
□ Below High School
□ High School
□ Some College
□ Bachelor’s Degree
□ Master’s Degree
□ Doctorate
5. What is your monthly income?
□ Below 1500 RMB
□ 1501-3000RMB
□ 3001-5000RMB
□ 5001-8000RMB
□ 8001-15000RMB
□ Above 15000RMB
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Appendix C

Photos of Hutong Pre- and Post-Reconstruction

Photo of Hutong Before Reconstruction

Photo of Hutong After Reconstruction

Old photo one:

New photo one:

Old photo two:

New photo two:
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Appendix C continued
Old photo three:

New photo three:

Old photo four:

New photo four:

Source:
Old photo 1: http://zhpan.com.cn/w/?l=wm&query=
Old photo 2- Old hptot 4:
http://bbs.hlgnet.com/showid.php?page=1&boardid=1&theid=16726503&up=0&go=20
&ms=562
New photo 3:http://www.nipic.com/show/1/62/6037665k4b3a66cf.html
New photo 4:
http://wt.oyiya.com/forum.php?mod=viewthread&tid=527721&page=2&from=space

